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ABSTRACT
The goal of the article was to use established theories of individual,
organizational, and community learning to hypothesize ways tour-
ism leaders could facilitate their small independent traders that
harass visitors’ unlearning of aggressive selling behaviors. Nine
hypotheses were posited. For example by tourism leaders: placing
greater emphasis on traders’ engagement in the desired nonag-
gressive selling behaviors than on stopping their engagement in
aggressive ones; not supporting traders’ engagement in aggres-
sive selling behaviors but instead openly supporting their engage-
ment in nonaggressive trading; and taking steps to strengthen the
traders’ role in their community’s tourism sector. The discussion
has implications for how small traders’ selling behaviors are man-
aged at tourist destinations.
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Aggressive trade, on the part of small vendors at tourist destinations, is a
pervasive problem impacting over 58 destinations across the globe (J. McElroy,
P. Tarlow, & K. Carlisle, 2007; The Travel Foundation, 2013). The practice has
negatively affected the image and limited the success of vacation hotspots world-
wide (Ajagunna, 2006; Caribbean Hotel and Tourism Association, 2007; de
Albuquerque & McElroy, 2001; Jamaica Tourism Board, 1973, 2007; J. L.
McElroy, P. Tarlow, & K. Carlisle, 2007; Pathirana & Athula Gnanapala, 2015;
Skipper, 2009; The Travel Foundation, 2013). It has resulted in: tensions between
beach traders and hotel staff in Sri Lanka (The Travel Foundation, 2013); visitors
remaining on hotel properties and refusing to visit local markets in Jamaica
(Skipper, 2009); and visitors not wanting to return or recommend Marmaris, a
famous tourist destination in Turkey (Kozak, 2007; The Travel Foundation,
2013). Aware of the challenges aggressive small trade poses, leaders in these
and similar territories have responded with a plethora of initiatives, some are
described in the studies and report cited (Crick, 2003; de Albuquerque &
McElroy, 2001; Griffin, 2003; Kozak, 2007; J. McElroy et al., 2007; Nicely, Day,
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Sydnor, & Mohd Ghazali, 2015; Skipper, 2009). While there are studies that
looked atmitigation strategies used by tourism leaders, there is limited academic
discourse on requirements for such solutions to be effective. In fact, there are no
established theories of visitor harrassment mitigation that tourism leaders could
use in decisionmaking, an observation noted byKozak (2007) some 8 years prior
andwhich still applies in 2015. Before theories can be established ideas must first
be espoused hence this article.
The literature is clear: cognitive restructuring is necessary for lasting
behavior change (Levesque & Brown, 2007; Ryan & Deci, 2000; Weitz,
Sujan, & Sujan, 1986). Researchers across a variety of fields have found
that for people to change their behaviors, they must first be convinced of
the need to change (Burnes, 2004; Lewin, 1947). They must believe that the
behavior in question is negative (Mitchell, 1976; Vroom, 1964) and the
alternative positive; and there is no local support for such behavior, but,
instead support for the alternative. Most important, they must believe the
desired behavior can be accomplished and will be far more intrinsically
rewarding than the old behavior (Ajzen, 1991; Finfgeld, Wongvatunyu,
Conn, Grando, & Russell, 2003; Hardeman, Johnston, Bonetti, Wareham,
& Kinmonth, 2002; Maddux & Rogers, 1983; Parker, Stradling, & Manstead,
1996; Rosenstock, Strecher, & Becker, 1988). We are also of the view that for
small traders at tourist destinations to sustainably change their aggressive
selling behaviors they must possess these critical behavioral, normative, and
control beliefs. The goal of this discourse was to use various theories of
learning to posit general ways tourism leaders could effectively facilitate
their small independent vendors’ unlearning of aggressive small trade.
This discussion is significant for several reasons. First, it highlights the
foundation phase of any behavior modification process: unlearning. A phase
particularly challenging for adults because as individuals age their readiness
to learn diminishes (Jonsson & Elg, 2006; Knowles, 1973; Mohr, 1969).
Second, it provides useful insights based on empirical research from a variety
of fields for tourism leaders grappling with the problem of aggressive small
trade to consider and maybe test. Third, researchers might also find the
hypotheses posited useful in their own research on visitor harassment. It is
important to note that the preoccupation of this discourse is on unlearning,
not on the other two equally important phases of behavior modification:
knowledge acquisition and reinforcement.
Definition of Key Terms
The term “visitor harassment” is used extensively throughout this text and it
is an “individual or group contact or noncontact legal or illegal aggressive
trading behavior between locals (the sellers or service providers) and visitors
(the buyers) that result in visitors (the buyers or potential buyers) feeling
172 A. NICELY AND R. MOHD GHAZALI
varying degrees of anger, fear, and/or sadness” (Nicely & Mohd Ghazali,
2014, pp. 267–268). One example of visitor harassment is when a tour guide,
craft trader, or taxi driver demand a tip of a visitor after a purchase
(individual noncontact behavior). Another example is when a group of
vendors approach a visitor to request one or multiple purchases (group
noncontact behavior) as well when a vendor pulls a visitor towards his or
her goods display to encourage purchase (individual contact behavior). Yet
another example is when numerous vendors tap a visitor to get his or her
attention (group contact behavior).
“Unlearning” is one mentally shunning an old behavior and embracing a
new. Therefore, “unlearning level” is the extent to which an individual shuns
an old behavior and embraces the new (Akgün, Bryrne, Lynn, & Keskin,
2007; Akgün, Lynn, & Byrne, 2006; Lewin, 1947). Meanwhile, a “trader” is a
small independent businessperson who sells goods and services to visitors,
such as taxi cab drivers, tour guides, craft and souvenir vendors, street
performers, street-side cooks, hair stylists, and others. A “tourism leader” is
the head of a governmental and nongovernmental stakeholder group at a
tourist destination and/or the operator of a medium to large business based
in a tourism community. Examples of tourism leaders include heads of
cultural, religious and political groups at a tourist destination as well as the
operators of hotels, resturants and attractions in a tourism community.
Review of Related Literature
From as far back as the 1920s, learning has been characterized by scholars as
being either stimulus response (Skinner, 1948, 1953, 1981) or cognitive (Ajzen,
1991; Bandura, 1989; Lewin, 1947; Rosenstock et al., 1988; Vroom, 1964).
Stimulus response proponents see learning as a reaction to an inducement.
Such as one’s response to satisfy a physiological need for food, water, or to
avoid pain. In addition, they believe one’s response can be triggered by the
absence or presence of a reward (Skinner, 1948, 1953, 1981).
Cognitivists, on the other hand, view learning as the result of an
“epistemic hunger” or a desire to understand. For cognitivists learning is
more than a mechanistic response but an adjustment that occurs after one
understands the total picture (Hogan & Warrenfeltz, 2003). Some cogni-
tivists have also concluded that an individual’s behavioral response to a
situation is largely influenced by his or her thoughts and expectations
about a situation. That is, by the thoughts the individual holds about the
situation, rightly or wrongly; the importance he or she assigns to the
expected outcome from that situation, and his or her judgment about
the probability of the outcome occurring (Ajzen, 1991; Finfgeld et al.,
2003; Maddux & Rogers, 1983; Rosenstock et al., 1988; Vroom, 1964).
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Because this present article is about unlearning or cognitive adjustment,
the cognitivist paradigm was adopted.
For undesired behaviors to be unfrozen cognitive restructuring must take
place, a conclusion Akgün et al. (2006) arrived at in their research. The
researchers discovered, after examining unlearning in 319 new product devel-
opment teams, that new product success came after team members’ beliefs had
been modified and the project routine changed. Hence, why Akgün et al.
(2007, 2006) and other organizational learning scholars (Morris, Bessant, &
Barnes, 2006) were of the view that without cognitive restructuring learning
will be constrained. The researchers believed without effective unlearning the
application of new knowledge will be compromised (Akgün et al., 2006),
making it logical to conclude that cognitive restructuring improves a target
population’s capacity for change (Tannenbaum, 1997).
For cognitive restructuring efforts to be effective at facilitating unlearning
the following must occur. The measures taken must seek to arouse conflict
within the minds of the target group. In addition, the activities selected must
focus on getting members of the target population to willingly lean toward
the desired behaviors (Buzan, 1991; Marsick & Watkins, 2001; Wiethoff,
2004). Once there is a willingness to change, the target group’s participation
in learning activities will increase (Wiethoff, 2004), and their behavior will
adjust in the long-run (Buzan, 1991).
Cognitive restructuring aligns with high-order and following rules with
lower-order learning (Cope, 2003). Individuals that follow preset rules and
not adjust their thoughts are likely to engage in short-term behavioral
adjustment and not necessarily in the highly desired long-term behavioral
change (Cope, 2003). In fact, Antonacopoulou (2006) concluded from a
longitudinal case study involving 78 managers from three banks that man-
agers who simply follow organizational rules do not learn. Therefore, for
traders to change their aggressive selling behaviors and embrace the alter-
native there must be an adjustment in both the way they see aggressive
selling behaviors as well as the alternative. There are various ways tourism
leaders can change traders’ perception of aggressive and nonaggressive selling
behaviors. This article elaborates on nine general ways.
Emphasize the Benefits
According to researchers, one effective way leaders can drive a target
population’s unlearning is by emphasizing the benefits of the alternative
(Ahmed, Loh, & Zairi, 1999; Antonacopoulou, 2006; Baldwin, Danielson,
& Wiggenhorn, 1997; Barkley & Bianco, 2000; Buzan, 1991; Heap, 1996;
Kline & Saunders, 1993; Morris et al., 2006; Reineck, 2002; Wiethoff,
2004), suggesting that for traders to shun their aggressive trading beha-
viors and embrace the proposed nonaggressive alternative tourism leaders
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should put more resources and energy into communicating the benefits of
the desired selling behaviors and less on informing them of the conse-
quences of the undesired aggressive ones. For the most part, scholars and
tourism leaders alike have been doing the opposite, emphasizing the latter
and giving limited attention to the former (de Albuquerque & McElroy,
2001; Griffin, 2003; Kozak, 2007; J. McElroy, et al., 2007; Nicely et al.,
2015). Before, the above can take place a clear distinction must be made as
to what constitutes aggressive and nonaggressive trade. For some time,
there has been a lack of clarity among traders across a number of jurisdic-
tions, such as in Barbados, Jamaica, and Turkey, as to the difference
between the two (de Albuquerque & McElroy, 2001; J. McElroy et al.,
2007; Nicely et al., 2015).
One proposed way tourism leaders can highlight the selling behaviors
desired is by establishing a vision which all tourism stakeholders in the
community share and which speaks directly to the nonaggressive trading
behaviors desired from all in the sector, not only the traders. However, for
this to lead to the desired change in cognition among traders two things
must occur. First, the small traders must own the vision and be active
participants in its development (Heap, 1996). Second, all stakeholders in
the tourism community must model the behaviors suggested by the vision
because a significant way humans learn is by socially interacting and
observing others (Bandura, 1989). The literature is voluminous concerning
the impact of shared visions on cognitive restructuring and performance of
various populations, a few of these studies are cited here (Ellinger, Ellinger,
Yang, & Howton, 2002; Keong Tan & Heracleous, 2001).
In addition, the literature states that commitment is critical to learning
and behavioral change (Argyris, 1991; Buzan, 1991; Cialdini, 2001; Heap,
1996). However, for commitment to drive behavioral change, it must be
openly and voluntarily demonstrated (Cialdini, 2001). According to
Cialdini (2001), a renowned researcher in the field of persuasion, once people
willingly communicate their commitment in public and/or in documentable
ways, they are least likely to rescind such commitment. We believe this will
be the case for small traders as well.
Proposition 1: Based on the literature, it is hypothesized that small
independent traders’ unlearning of harassment levels
would significantly improve if tourism leaders: (a) estab-
lish a vision which speaks to the nonaggressive trading
behaviors desired, (b) ensure the vision has the support
and open commitment of all the sector’s stakeholders
(including the traders); and (c) guarantee its frequent
communication to all involved.
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Tackle Underlying Beliefs
Researchers have identified a number of historical, economic, cultural, and
local pride reasons why traders believe harassment is acceptable. Some are
highlighted in Figure 1 (Ajagunna, 2006; de Albuquerque & McElroy, 2001;
Dunn & Dunn, 2002; Harris, 2012; Kozak, 2007; J. McElroy et al., 2007).
While there are studies that looked at why traders believe harassment is good
and justified, there is an absence of studies on why traders believe nonag-
gressive trading is not good. This is important, as the latter might not be in
all cases the antithesis of the former. Understanding the psychological drivers
of aggressive selling is as important as knowing the psychological impedi-
ments toward the alternative. Therefore, important to tourism leaders’ driv-
ing their traders’ unlearning is them knowing the beliefs supporting their
engagement in aggressive selling but most importantly is them knowing the
concerns prohibiting them from embracing the alternative.
Proposition 2: Based on the literature, it is hypothesized that small
independent traders’ unlearning of harassment levels
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"We have a right 
to sell  where we 
want, when we 
want and  how 
we want."
Figure 1. Reasons why traders believe visitor harassment is good and justified.
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understand why the traders believe the harassment of
visitors is acceptable and the alternative not good, and
(b) take new steps to address both sets of beliefs.
Communicate the Effects
According to learning scholars, from a variety of business and nonbusiness
fields, for high levels of unlearning to be realized the negative effects of the
undesired behavior must be clearly communicated, in particular, the risk
associated with the undesired behavior, the severity of the risk, and the target
population’s vulnerability to that risk (Cialdini, 2001; Finfgeld et al., 2003;
Maddux & Rogers, 1983; Mitchell, 1976; Rosenstock et al., 1988; Trumbo,
1999, 2002; Vroom, 1964). The protection motivation, temporal motivation,
information, and persuasion theories all identified expectation of a negative
event as a significant driver of change behaviors as people often seek to avert
the negative. In fact, Cialdini (2001) opined that people will take action if they
think there is a strong likelihood that the thing they desire will become scarce,
another form of risk. Cialdini (2001) referred to this as the principle of scarcity.
Meanwhile, the health belief theory, which was developed to improve the
effectiveness of health care programs, highlighted the importance of suscept-
ibility to a certain negative outcome as an important driver of behaviors that
would avert such an outcome (Finfgeld et al., 2003; Rosenstock et al., 1988).
Many visitor harassment scholars believe the leading threat of visitor harass-
ment to both the traders and destinations is the economic risk (Kozak, 2007; J.
McElroy et al., 2007) but proof has been limited. Presently, there is no known
body that monitors visitor harassment levels across the world. As a matter of
fact, Kozak (2007), Skipper (2009), Chepkwony (2013), and Pathirana and
Athula Gnanapala (2015) are the only four studies known to date, not conducted
by a government, that looked at the effect of harassment on visitor loyalty and
interestingly the findings when combined are inconclusive. Kozak (2007), whose
study was conducted in Turkey, found the higher the visitor harassment levels,
the lower visitors’ satisfaction and intention to revisit levels. Pathirana and
Athula Gnanapala (2015), whose study was conducted in Sri Lanka, found an
unwillingness of visitors who were harassed by traders to recommend the
destination to others. However, both Skipper (2009) and Chepkwony (2013),
whose research were conducted in Jamaica and Kenya, respectively, found that
harassment had no significant negative effect on visitors’ intention to return to
the destination. Skipper (2009) found as well that harassment did not deter
visitors from recommending the destination to others in the future.
It is important to note that the aforementioned studies focused on
visitors’ behavioral intentions and not on the economic impact of trader
harassment on destinations. There is good reason as there are no studies
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on this important relationship, at least that the authors of the present
article could find. What is known for sure is trading behaviors that cause
customers to switch from one business to the next has also been linked to
visitor harassment, like service-providers overcharging and demanding tips
of their customers (Keaveney, 1995; Nicely & Mohd Ghazali, 2014;
Pathirana & Athula Gnanapala, 2015). The inconclusive evidence on the
effect of harassment on visitor loyalty and the absence of studies on the
link between harassment and trader income presents a real challenge as it
makes it difficult for tourism leaders to make a convincing case to their
small traders that aggressive selling will have a deleterious effect on their
income earning possibilities.
A possible economic threat to traders, that could be an important part of
the discourse between tourism leaders and small traders in the sector, is the
entry of more attractive competitors in the global market space because of
the likelihood of this leading to customer switching (Keaveney, 1995).
Normally, competition drives change in individual businesses (Kimberly &
Evanisko, 1981) and across business communities. In the case of the latter,
the phenomenon is referred to as “Red Queen.” Therefore, as one business
improves it triggers a ripple effect among other similar businesses (Barnett &
Hansen, 1996).
When it comes to trader communities there is usually significant competi-
tion but this fails to result in trader unlearning as they are often unaware of
the performance of other similar communities. This makes them unrespon-
sive to competing forces from other communities. Large companies collect
competitor data. It becomes the responsibility of governments and nongo-
vernmental organizations to gather and share critical competition data with
these small traders. If small traders were aware of their performance relative
to the competition, then the need to change would have been more apparent,
and this would have given them the impetus to adjust their trading behaviors
to the desired ones. Therefore, the authors of the present article believe for
traders to unlearn their aggressive selling behaviors they must be kept aware
of the economic-risk factors should they continue to engage in the same
trading behaviors, the seriousness of these factors, and their susceptibility to
these factors.
It must be reiterated that despite the importance of tourism leaders
stressing the likely negative effect if traders do not change their aggressive
trading practices, greater emphasis must be placed on the benefits of the
alternative behaviors. Because according to previous studies, if people believe
in the effectiveness of a solution, they will likely choose that solution
(Finfgeld et al., 2003; Maddux & Rogers, 1983; Rosenstock et al., 1988).
Again, credible evidence must be provided to support such claims.
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Proposition 3: Based on the literature, it is hypothesized that small
independent traders’ unlearning of harassment levels
would significantly improve if tourism leaders: begin to
clearly communicate to traders, with credible proof: (a)
the selling behaviors undesired; (b) the negative effect(s)
of such behaviors; (c) the severity of such effect(s); (d)
and their vulnerability to such effect(s) if they continue to
engage in such behaviors. Their unlearning of harassment
levels would also improve if tourism leaders explain to the
traders in ways that they understand: (e) the trading
behaviors desired; and (f) the direct benefits to them if
they consistently select the required selling behaviors.
Highlight the Gap
Critical to inciting among traders the need to change is highlighting the gap
between where they are behaviorally and where their community needs to be.
The tension between where the traders are and where they need to be will
likely drive their desire to adjust their selling behaviors. This is the premise
behind Peter Senge’s (1990) learning organization theory. Senge (1990)
described this tension under the learning organization principle of personal
mastery. According to Senge (1990), personal mastery is essential to an
entity’s growth as this tension is what propels people to action. Personal
mastery is one of the five pillars on which strong learning organizations are
built. The other four include shared vision, mental models, group learning,
and systems thinking. Also, Schragenheim and Passal (2005) saw the analysis
of the gap between where an organization is and where it will like to be as an
important trigger to their learning from experience.
Although there are differences between organizations and communities, it
is not unusual for learning organization theory to have a presence in com-
munity learning research (Moor & Brooks, 2000; Schianetz, Kavanagh, &
Lockington, 2007). In fact, more community learning scholars are realizing
that societal groups can learn a lot from organizations, especially in the area
of learning. In fact, learning organization theory was the dominant paradigm
behind Schianetz, Kavanagh, and Lockington’s (2007) learning tourist desti-
nation framework.
Therefore, it seems critical that for trader groups to become strong learning
communities they must be made aware of where they are on critical perfor-
mance constructs such as in providing hassle-free shopping experiences to
visitors, and where they need to be. This is a challenge, as traders often have a
superficial understanding of local expectations of their trading behaviors. It
becomes the responsibility of tourism leaders to keep vendors aware of the
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gaps in their performance as a way of facilitating their unlearning of harass-
ment behaviors. Tourism leaders should establish measurable leading and
trailing indicators for these communities, collect data on these measures, and
use the information gathered to update them on their performance.
Proposition 4: Based on the literature, it is hypothesized that small
independent traders unlearning of harassment levels
would significantly improve if tourism leaders begin to
clearly communicate to the traders, in measurable terms,
where they are and where they need to be behaviorally.
Communicate the Urgency
Another critical driver of individual and group unlearning is urgency. In fact,
researchers have examined the impact of time and urgency on performance.
Three such studies are Andrews and Farris (1972), Bijlsma-Frankema,
Rosendaal and Taminiau (2006), and Akgün et al. (2006). Andrews and
Farris (1972) found that time pressure improved individual performance
when such pressure is desired. Then later, Bijlsma-Frankema et al. (2006)
and Akgün et al. (2006) found that a shared sense of urgency improved
organizational learning and a direct relationship among the constructs crisis,
anxiety, and unlearning in teams, respectively. Also, Zook and Rigby (2001)
reported that in times of crisis successful companies took drastic steps to
strengthen their loyalty to both their employees and customers and to protect
their core business.
There is a logical reason why time constraints improve unlearning and
ultimately learning. According to Ben Zur and Breznitz (1981), when people
are under time pressure they spend more time focusing on possible negative
outcomes, driving them to do the right thing, do it quickly, and avoid
unnecessary risks. In other words, time pressure pushes people to shun the
old behaviors and to take on behaviors that would most likely help them to
succeed. Morris et al. (2006) presented another reason why time constraints
improve learning. The scholars found that crisis sometimes triggers unity
within companies, a critical requirement for business success. Therefore,
based on the findings of previous studies if small independent traders at
tourist destinations understand the urgency for behavior change, they will
give more attention to the negative effects of their group’s harassment
behaviors, possibly band together to solve the problem, and potentially
avoid those trading behaviors that will compromise their group’s livelihood.
While on the other hand, and according to Morris et al. (2006), if the target
population perceives the stimulus to be weak, no urgency for change, they
will not alter their behaviors.
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Proposition 5: Based on the literature, it is hypothesized that small inde-
pendent traders unlearning of harassment levels would
significantly improve if tourism leaders begin to commu-
nicate the urgency of traders changing their aggressive
selling behaviors to the nonaggressive alternative.
Support Nonaggressive Selling Behaviors
Culture, a shared manner of being within a community, has been proven
numerous times to be a significant driver of learning and change within a
population (Ajzen, 1991; Antonacopoulou, 2006; Bandura, 1989; Bogenrieder,
2002). Therefore, one line of attack tourism leaders could use to facilitate their
traders’ unlearning of harassment behaviors and ultimately their learning of
the alternative is by creating the social architecture to support the desired
behavioral change. However, for this shared manner of being to be successful it
must do two things: (a) clearly and firmly shun the specific aggressive trading
behaviors of concern to the wider local community; and (b) openly support the
alternative being proposed. Presently, there are numerous examples of com-
munity condemnation of small traders at tourist destinations aggressive selling
behaviors. However, where traders’ unlearning of harassment behaviors is
often curtailed is in the lack of community support when they take on the
nonaggressive alternative (Nicely et al., 2015). Hence, a good place for tourism
leaders to begin, when attempting to create the social architecture necessary to
support the traders’ change in beliefs, is determining the extent to which the
traders feel supported when they engage in aggressive trading behaviors, not
supported when they engage in the nonaggressive alternative, and take steps to
address these reasons.
There is a variety of techniques communities can use to communicate
their nonsupport of traders’ aggressive selling behaviors. One method, as
shown in previous visitor harassment research, is through legislation and
enforcement. This method has been used in a number of jurisdictions, such
as in Turkey and throughout the Caribbean (de Albuquerque & McElroy,
2001; Griffin, 2003; Kozak, 2007; J. McElroy et al., 2007; Nicely et al., 2015).
Another way is by tourism leaders encouraging the community to assist with
the policing of fellow citizens. Even another is through public condemnation
of the behaviors by community leaders (Nicely et al., 2015). The Cialdini
et al. (2006) experiment highlighted a fourth possible way and that is by
strategically placing signage that firmly requests the discontinuation of the
undesired behavior and communicate the possible negative consequences
likely if persons engage in the undesired selling behaviors. Therefore, and
according to Cialdini et al’s. (2006) research, statements such as “harassment
is at an all-time high” (Gayle, 2012), highlights the prevalence of the behavior
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and suggests that aggressive selling behaviors are pervasive and normal.
While statements such as “stop harassing the tourists” (Mathison, 2011)
firmly communicates the behavior to be discontinued and states clearly
that such behaviors are simply not acceptable.
Leadership support, a critical sub-construct of organizational and commu-
nity culture, is a significant predictor of performance (Albrecht, 2004;
Antonacopoulou, 2006; Bassi & McMurrer, 2007). There are a myriad of
intangible and tangible methods leaders can use to demonstrate support for
their traders’ embracement of and engagement in the alternative nonaggres-
sive trading behaviors. The methods below were all identified by learning
scholars as normative ways leaders, in general, can drive learning and change
in organizations and communities. Tourism leaders should give serious
consideration to these methods.
One intangible way tourism leaders can show support to small traders in
their communities is by seeing their behaviors as errors to be remedied than
sources of frustration. Therefore, instead of using threatening language, the
literature suggests that leaders apply more reassuring tones (Carroll &
Edmondson, 2002; Darling, Parry, & Moore, 2005; London & Smither,
1999). They should focus their conversations on the behaviors desired than
on the behaviors not desired (Darling et al., 2005; Dirkx, 1999; London &
Smither, 1999).
They should treat their constituents’ behavioral lapses as moments to both
teach as well as to learn (Gardiner & Whiting, 1997). This would socially
enable the desired change in the target population’s thought process. Social
facilitation can be accomplished a myriad of ways. By leaders engaging in
intense interaction with the target population such as providing them with
rapid feedback on their performance, quickly responding to opportunities to
provide them with guidance, and encouraging them (Salomon & Perkins,
1998).
Also, scholars have found leader trust to be critical to individual and group
learning as well (Ahmed et al., 1999; Ben-Horin Naot, Lipshitz, & Popper,
2004; Gardiner & Whiting, 1997; Oliver, 1997). Edmondson (2002) found
that a team’s perception of power and interpersonal risk can affect the quality
of their change. Significant benefits can be derived to leaders themselves
when members of the target community trust them. First, it will allow for the
effective diagnosis and treatment of problems as it will provide community
members with the psychological safety to honestly and openly express their
views. Second, it will make leaders more likable and leaders who are liked are
better able to persuade. Also, people are more likely to listen to those they
believe sincerely like them (R. Cialdini, 2001).
There are ways tourism leaders can build small traders in their commu-
nities’ trust in them. One approach is by supporting their businesses (Ahmed
et al., 1999; Bassi & McMurrer, 2007; Ben-Horin Naot et al., 2004; Lohman,
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2005; Morris et al., 2006). Leaders can accomplish this by: periodically
visiting their areas of operation, attending their events, purchasing their
products and services, recommending their products and services to others,
and speaking favorably of them in both private and public settings. In
addition, traders’ trust in them can be facilitated by them being impartial
in their decision making. In fact, Ben-Horin Naot et al. (2004) believed
impartiality was critical to high quality organizational learning, the type of
learning that results in lasting change. The authors of the present article
believe the same will be true for trading communities at tourist destinations
as well.
Other ways leaders can show support for a target group is by being open
and receptive to their ideas (Ben-Horin Naot et al., 2004; Salomon & Perkins,
1998). They, and the groups they represent, can demonstrate support and
oneness by taking responsibility for their group’s role in the problem
(Darling et al., 2005), holding themselves accountable and avoiding the
practice of blaming the target community for the problem (Ben-Horin
Naot et al., 2004). In addition, they can show their support by encouraging
the members of the target community to participate in self and skill devel-
opment activities (Burgoyne, 1995; Giesecke & McNeil, 2004; Gjelsvik, 2002).
They should show commitment to the work of the community members
(Goh, 1998).
The provision of tangible support is likely to also drive traders’ unlearning
of aggressive selling behaviors. Therefore, leaders must be willing to provide
tangible assistance when needed (Falk & Harrison, 1998). They must be
prepared to give what they want to receive. Because according to previous
persuasion research people are more inclined to support those from whom
they receive support (Cialdini, 2001). In other words, traders will be more
inclined to do what it takes to ensure the overall success of their community’s
tourism sector if they believe the tourism sector is doing what it takes to
ensure their success.
Also, the learning literature suggests that for traders to unlearn their
aggressive selling behaviors funding must be in place to support their learn-
ing (Gephart, Marsick, Van Buren, & Spiro, 1996; Lohman, 2005; Moor &
Brooks, 2000), and to reverse those factors that have contributed to their
engagement in harassment behaviors: such as to improve their selling areas,
to provide them with specialized training required, to promote their markets,
to provide them with a suite of support services and benefits to name a few
(Albrecht, 2004; Netemeyer, Maxham, & Pullig, 2005). However, such sup-
port should come only after there have been discussions about the vision and
future possibilities, because if the reverse were to occur (that is, funding
before dialogue) Moor and Brooks (2000) believe the dialogue with the
community will cease (Table 1). Therefore, the authors of the present article
believe that if tourism leaders demonstrate their support of the traders using
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some of the tangible and intangible methods outlined this could significantly
facilitate the small traders’ in their tourism communities’ unlearning of
aggressive selling.
Proposition 6: Based on the literature, it is hypothesized that small
independent traders’ unlearning of harassment levels
would significantly improve if tourism leaders: (a) begin
to demonstrate their nonsupport of small independent
traders’ engagement in aggressive selling behaviors; (b)
but most importantly if they begin to openly demonstrate,
in both tangible and intangible ways, their support of the
traders’ engagement in the nonaggressive alternative.
Make the Alternative Easy
Another way being posited for tourism leaders to improve traders’ unlearn-
ing of harassment behaviors is by making their engagement in aggressive
selling behaviors difficult and in the alternative easy. Of all the requirements
for behavior modification discussed, scholars believe this is the most impor-
tant (Ajzen, 1991). Incidentally, tourism leaders can make the use of the
aggressive selling difficult through a number of ways: by making the con-
sequences of such behaviors onerous; and by ensuring visitors are armed
with the knowledge and resources so they do not become prey to such
negative trading behaviors (Harris, 2012); and by highlighting to the traders
the ethical and moral issues aligned to aggressive trading.
Of course, there are ways tourism leaders can make engagement in the
nonaggressive alternative easy. The literature from other fields posited a few
Table 1. Intangible Ways Tourism Leaders Can Support Small Independent Traders’ Embracement
of Nonaggressive Selling Behaviors.
Determining the level of support traders feel
Treating episodes of trader harassment as behavioral lapses and errors that can be corrected
Using nonthreatening language when interacting with the traders on their selling behaviors
Focusing interactions on the desired selling behaviors and not so much on the undesired ones
Viewing and treating trader interactions as two-way teaching/learning moments
Taking active steps to build traders’ trust
Providing traders with psychological safety to express their concerns




Being open and receptive to traders’ ideas
Taking responsibility for role in the tourism community’s harassment problem
Holding themselves accountable for the success and failure of the traders
Refraining from blaming others for the visitor harassment problem in the community
Demonstrating commitment to the work of the trader communities
Encouraging traders’ participation in self and business improvement activities
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ideas. By removing barriers to their engagement in the alternative (Finfgeld
et al., 2003; Rosenstock et al., 1988) and by emphasizing the simplicity of the
alternative. Acronyms as well as getting other traders to testify to the do
ability of the desired selling approach can both assist. Cialdini (2001), citing
studies from both the Journal of Applied Psychology and the Journal of
Personality and Social Psychology, concluded that people will follow the
lead of similar others. He referred to this as the principle of social proof
(Cialdini, 2001). Therefore and according to the literature, a likely way to
foster the traders’ unlearning of harassment behaviors is by strengthening
their confidence in the alternative nonaggressive selling behaviors, making
nonaggressive trade easy. The reason, self-efficacy is a powerful determinant
of behavioral intentions (Maddux & Rogers, 1983; Ryan & Deci, 2000) and
behavioral intentions of behavior (Ajzen, 1991).
A third approach the literature suggests that certain behaviors can be
made easy is by highlighting the intrinsic value to those that engage in the
desired behavior (Ahmed et al., 1999; Baldwin et al., 1997; Buzan, 1991;
Morris et al., 2006; Wiethoff, 2004). According to learning organization
research people learn in continuous and sustainable ways when they are
intrinsically motivated to do so (Ahmed et al., 1999; Ellerman, 1999;
London & Smither, 1999). In addition, studies have confirmed a direct
link between intrinsic motivation and innovation (Glynn, 1996; Pierce &
Delbecq, 1977). The authors of this present article are firmly of the view as
well that both self-efficacy and intrinsic motivation will give traders’ greater
control and drive to conduct their businesses in a manner that would be
beneficial to themselves and their community and this will occur without
the continuous presence of an external stimuli like members of the local
police force.
Proposition 7: Based on the literature, it is hypothesized that small
independent traders’ unlearning of harassment levels
would significantly improve if tourism leaders: (a)
begin to take deliberate measures to make traders’
engagement in aggressive selling behaviors difficult; but
most importantly, (b) if they begin to take steps to make
their engagement in the alternative much easier.
Improve the Significance of the Traders’ Roles and Jobs
The role of job significance to individual learning and performance is well
established in the literature. According to Hackman and Oldham (1976), the
developers of the job characteristics model, task significance is a critical
characteristic of jobs that motivate. Therefore, communicating to the target
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population the importance of their jobs to the lives of others could signifi-
cantly drive them to perform in desired ways as it would have communicated
to them the meaningfulness of their role. One way leaders communicate job
significance to a target population is by clarifying the big picture. Senge
(1990) referred to this as system thinking, a characteristic indicative of high
learning entities (Baldwin et al., 1997; Giesecke & McNeil, 2004). A clearly
crafted vision for the tourism sector can facilitate a systems thinking.
Therefore, the authors of the present article believe tourism leaders will be
able to significantly improve their traders’ unlearning of harassment levels if
they are able to clarify for the traders the big picture and their role in that
picture.
Another characteristic of jobs that motivate, and which was also included
in Hackman and Oldham’s (1976) job characteristic model, is task identity,
the extent to which the job entails the completion of a whole identifiable
piece of work. Hence, the authors of this present article are firmly of the view
that if traders sell more products they make than products they purchase and
resell, then they will be more inclined to sell their items using more non-
aggressive tactics. In fact, they would not feel the need to engage in aggressive
selling behaviors simply because the meaningfulness of their job would have
been significantly enhanced.
Proposition 8: Based on the literature, it is hypothesized that small
independent traders unlearning of harassment levels
would significantly improve if tourism leaders begin to
take steps to improve the meaningfulness of the traders’
role and job in their community’s tourism sector.
Reduce Traders’ Dependency on Visitors
The final plausible way the authors of this present article believe tourism
leaders can significantly improve traders’ unlearning of harassment levels is
by reducing their dependence on visitors for their livelihood. There is
theoretical justification for this view. According to Biong and Selnes
(1995), customer dependence can influence the buyer/seller relationship.
The researcher found that if customer dependence on the seller is low,
which is often the case in vacation settings, aggressive selling behavior will
result in a negative seller/buyer relationship. However, if customer depen-
dence on the seller is high, then seller aggressiveness will have a positive
effect on the seller/buyer relationship. Once the dependence of the seller is
greater than that of the buyer in the buyer/seller relationship, then aggressive
selling behaviors will become unwanted (Biong & Selnes, 1995). Based on the
literature, once trader dependence on the visitor is reduced then traders will
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begin to see a lesser need to engage in aggressive selling tactics. How can
trader dependence on visitors for their livelihood be lowered? Here are a few
ideas. First, by creating a need for the products or services the traders have
for sale; and second, by assisting traders with the diversification of their
customer base. The first can be achieved by traders selling the type and
quality products and services visitors prize as well as through creative
marketing. Meanwhile, the second can be done by tourism leaders encoura-
ging traders to look to locals as a possible source of business.
Proposition 9: Based on the literature, it is hypothesized that small
independent traders unlearning of harassment levels
would significantly improve if tourism leaders begin to
take measures to assist traders to reduce their depen-
dency on visitors for their livelihood.
Conclusion
The goal of the present discourse was simple, to suggest some general ways
tourism leaders could get small independent traders to shun their aggressive
selling behaviors and embrace the nonaggressive alternative, an action critical
for them to effectively acquire and repeatedly use the desired selling beha-
viors (Akgün et al., 2007, 2006; Morris et al., 2006). For this shift in cognition
to occur the traders must be convinced that visitor harassment is bad, not
supported by the community, and one of the most difficult ways to make a
living. Most important, they must be convinced that the alternative is good,
highly supported by the community, and well within their scope of doing.
It was concluded, after a careful review of individual and group learning
literature, that if the following were implemented destinations grappling with
the problem of visitor harassment would see significant improvement in their
traders’ unlearning of aggressive selling. If tourism leaders: (a) created and
frequently communicated to the target population a vision for the sector
which focuses on the trading behaviors desired and which all tourism
stakeholders at the destination share and openly commit to; (b) identified
and addressed the underlying reasons why traders believe harassment is good
and the nonaggressive alternative bad; (c) communicated to the traders the
behaviors desired and undesired, effects of these behaviors, and their sus-
ceptibility to these effects; (d) made clear the gap between where they are and
where they need to be behaviorally to be successful; (e) communicated to
them the urgent need for the behavioral change; (f) abstained from support-
ing the traders’ aggressive selling behaviors but instead openly and consis-
tently support their engagement in the nonaggressive alternative; (g) made
the traders’ engagement in aggressive selling behaviors difficult and their
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engagement in the nonaggressive alternatives easy; (h) assisted with improv-
ing the meaningfulness of the traders’ jobs, in particular their role in their
community’s tourism sector; and (i) assisted the traders in reducing their
dependence on visitors for their livelihoods.
Implications and Recommendations
The ideas shared suggest a major shift in previous approach to visitor
harassment mitigation to one in line with a more holistic positive learning
approach. Instead of focusing on the selling behaviors, tourism leaders are
being encouraged to focus on the beliefs driving such behaviors. Instead of
concentrating on stopping the undesired selling behaviors, tourism leaders
are strongly encouraged to place more effort on perpetuating the desired
selling behaviors. Instead of forcing traders to change their aggressive selling
behaviors, tourism leaders are advised to place a larger share of their financial
and other resources into getting the traders to willingly change their aggres-
sive selling behaviors. Finally, instead of tourism leaders narrowly fixating
mitigation efforts on the traders, they are advised to widen their visitor
harassment mitigation efforts to include all those who trade in goods and
services to the sector’s internal and external customers. Therefore, members
of the tourist community’s security forces ensuring law and order in resort
communities, employees in the local tourism offices processing licenses for
tourism workers, and the small independent traders peddling crafts and
souvenirs should be held to the same level of trading behavior because a
significant part of human learning occurs through socialization (Bandura,
1978, 1989).
Tourism leaders with an appreciation for this new approach could there-
fore use the ideas proposed when drafting new or revising existing guidelines
for the engagement and management of small trade in these special commu-
nities. Tourism leaders and their constituents could give consideration to the
ideas espoused in their day-to-day professional lives as well. Researchers
could test the hypotheses proposed as well. Also, the ideas posited could be
used to better understand trader unlearning levels across destinations.
Future Research
Currently, there is an urgent need for research to aid the work of tourism
leaders grappling with the problem of visitor harassment. Some general
research need areas include consistent measures for visitor harassment as
well as systematic and continuous collection of harassment data across the
world. While some critical research needs at the destination level include
more empirical studies on underlying beliefs driving harassment behaviors in
various territories and the effect of traders’ aggressive and nonaggressive
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selling behaviors, respectively, on small traders’ and their tourist destinations’
success. A need also exists for empirical studies that identify the most
significant predictors of small independent traders’ unlearning of unwanted
selling behaviors.
The ideas posited in this article were different but the authors think
plausible as they were based on established theories of learning across a
wide variety of fields (Ajzen, 1991; Akgün et al., 2007, 2006; Bandura, 1989;
Burnes, 2004; Cialdini, 2001; Cialdini et al., 2006; Finfgeld et al., 2003;
Levesque & Brown, 2007; Lewin, 1947; Mitchell, 1976; Rosenstock et al.,
1988; Ryan & Deci, 2000; Senge, 1990; Vroom, 1964). In fact, tourism leaders
across the world might already have been applying these techniques as part
of their visitor harassment mitigation programs. However, limited docu-
mentation in this stream of research makes it difficult for researchers to
share these stories. Hopefully, by documenting these ideas practitioners and
researchers alike would begin to appreciate their importance as possible
solutions to the problem of visitor harassment.
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